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Don’t Leave 
Home 
Without It 

Trading cards have always been a gateway into 
fandom, op-ed by Brian volk-weiss 


T he beginning of my adven¬ 
ture with collecting cards 
was, as with so many things 
in my life, due to Star Wars. 
When 1 was very young 1 was en¬ 
thralled by everything about a galaxy 
far, far away, but we didn’t have a lot of 
money for the toys. 

Even so, at the start of the Star Wars 
hysteria, there was a real dearth (to 
use a fancy word) of merchandise. 
Even if you could afford a Millennium 
Ealcon, you might not be able to find 
one. But you could find the cards, and 
they were affordable. I’ll never forget 
those first ones 1 had, with the blue 
background and the little white dots. 
Then there were the green ones, and 
while for some inexplicable reason 1 
don’t have distinct memories of The 
Empire Strikes Back cards being in my 
grubby hands, 1 was blown away when 
Return of the Jedi cards hit the shelves. 
Their vibrant red borders made them 
seem like they were all Time magazine 
covers! There was Jedi Luke looking at 
his hand, Luke talking with Princess 
Leia, and R2-D2 throwing off a shower 
of sparks when he got shot trying to 
break into the Endor bunker—those 
cards spoke to five-year-old me in a 
very profound way. Their impact can’t 
be overstated. 

We were living in a world where 
there were no DVD players, and 
even VCRs were still a little ways off. 
Collecting those cards enabled me to 
relive the movies in my head. 1 know 


it sounds like a cliche, but 1 really do 
remember sitting in bed, huddled 
under my blankets with a flashlight, 
going through a huge stack that my 
little hand could barely hold (no, 
that infamous C-3PO card with an 
apparently erect penis was not one of 
them!). I’d flip through the green ones, 
and the blue ones, and as 1 did the 
movies unspooled in my mind. They 
were magical, and they were precious 
to me. 1 still have some. 

The next step on my card collecting 
path began in the schoolyard at PS 144 
when 1 was in the fourth grade. A 
bunch of my fellow students 
were hovering intently 
around something. 1 
went over to get a 
look and discov¬ 
ered that they 
were focused on a 
bunch of cards. My 
interest immedi¬ 
ately waned. Never 
a sports fan, as 1 
got older 1 associated 
cards with baseball and 
football and all the games 
that had never managed to hold 
my attention. In my mind, my beloved 
Star Wars cards were the exception to 
the dullness of cards as a rule. 

But as 1 got closer 1 saw that these 
were different. They were brightly 
colored and depicted what, in my esti¬ 
mation, appeared to be crazy cartoon 
characters. This was my introduction 


• « • • l*" ... V 

. ■ .. 

'.r-. . • /• ■ 

to Garbage Pail 
Kids. And like 
every other kid 
my age at the time 
1 got very excited and 
immediately informed my 
mother that we needed to start buying 
Garbage Pail Kids cards in bulk! 

Such cards were often referred to 
as “trading cards” but that term really 
didn’t apply to my Star Wars collec¬ 
tion. My friends and 1 collected them, 
but we never actually traded them. 
Garbage Pail Kids were different—^we 
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did actually trade them. 1 vividly re¬ 
member, despite the fact that it s been 
35 years, giving up something in the 
range of a dozen cards in exchange for 
^ a Nasty Nick card, designated lA. Now 
g to put that in perspective, when this 
u_ card was offered to me in a trade my 
> reaction was the same as it would be 
if someone entered my office now and 
8 offered me a trade for the actual Mona 
b Lisa —a Nasty Nick lA was serious 

a business, 
u 

0 A quick aside: 1 always found it 
< 

1 funny that Garbage Pail Kids had cards 


designated lA and iB—each fea¬ 
tured the same artwork, but carried a 
different name. They were obviously 
trying to have twice as many cards for 
the same amount of artwork. From a 
business standpoint, you cant argue 
with that logic. From a collector s 
point of view, as well as a little boys, 
the double designation was really cool 
because it meant you had the chance 
to collect 200 cards instead of lOO— 
it made the hunt that much more 
exciting. 

Today, my involvement with trading 


cards continues. 1 am in the fortu¬ 
nate position of partnering with my 
frequent collaborators Brian Stillman 
and Kelley Slagle on a new documen¬ 
tary titled Igniting the Spark: The Storg 
Of Magic: The Gathering. At the start 
of the process 1 knew next to nothing 
about the topic, but Brian Stillman 
kindly introduced me to its intrica¬ 
cies and now 1 am spellbound (pun 
intended!). 

Despite never being good at them, 
Fve always been intrigued by mathe¬ 
matics, so 1 have become enthralled by 
Richard Garfield, the creator of Magic: 
The Gathering. He first envisioned 
the game back in 1991 while he was a 
doctoral candidate in combinatorial 
mathematics. The documentary will 
be a deep dive into the history of 
Magic: The Gathering. As anyone who 
has seen The Togs That Made Us and 
The Movies That Made Us knows, 1 am 
extremely interested in the human 
stories behind all of these cultural 
phenomena. 

Magic: The Gathering's story is an 
amazing one—^what literally began 
with homemade cards became the 
most profitable game on the market, 
ultimately becoming so successful 
that it even wound up purchasing its 
precursor. Dungeons & Dragons (apolo¬ 
gies to all the Owlbear fans out there!). 
Being a part of this project has been 
a pleasure, and learning how Richard 
Garfield’s initial idea has blossomed 
into a multi-billion dollar industry has 
been an amazing journey. 

Being a small part of Igniting the 
Spark: The Storg Of Magic: The Gather¬ 
ing makes me feel like 1 have come full 
circle. What started off as an obsession 
for Star Wars cards and transitioned 
into an infatuation with Garbage Pail 
Kids —1 still have my Nasty Nick and 
my disgusting, despite its good name. 
Brainy Brian (1 don’t have, or want, 
the really bonkers Fryin’ Brian)—has 
culminated in this documentary about 
the most successful card game of all 
time. They say you shouldn’t make 
predictions, but I’ll go out on a limb 
here—just writing this foreword has 
renewed my interest in cards so much 
that my wallet will soon be feeling 
some pain. 

1 can’t wait. ® 
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maria DOYLE KENNEDY 


AS AUNT JOCASTA 


I'bUTLANDER 

i g trading cards season 4 

( ;• authentic WARDROBE 


Cards of Autumn 

Cryptozoic gives Outlander fans a piece of the action with Season 4 
trading cards, by amanda-rae prescott 


O utlander fans are passion¬ 
ate collectors of themed 
merchandise. Jamie and 
Claire s Funko Pops from Season 
I are frequently sold for hundreds 
of dollars on eBay. Hot Topic and 
Torrid’s Outlander themed collections 
sell out every time they are offered. 
Cryptozoic’s trading card sets take this 
to the next level by offering fans of the 
time-travel drama cast autographs, 
costume swatches, and the occasional 
card redeemable for set props. 

The full Outlander Season 4 trading 
card set is due to be released in the 


third quarter of 2020, but Den of Geek 
was offered a sneak peek. The set con¬ 
tains 72 base cards with five chase sets. 
Many of the cards feature character 
pictures and quotes from the series. 
Autographs, wardrobe cards, and dual 
wardrobe cards are sorted randomly 
in each pack. 

After each season of Outlander airs, 
Cryptozoic negotiates with Sony for 
the right to use the most memorable 
images, wardrobe swatches, and, on 
occasion, props from the season. The 
company also negotiates with agents 
to obtain actor autographs. “When 


choosing characters, costumes, and 
scenes we want to feature in the set, 
the most important thing we can do 
is listen to the fans,” Dustin Por- 
ras, Cryptozoic’s assistant product 
manager, says. “There are a number 
of Outlander fan groups on Facebook 
and other platforms, where we can 
engage with fans, ask questions, and 
get an idea of what they expect in our 
products.” 

Some of the wardrobe cards found 
in the set include a swatch from 
Roger’s (Richard Rankin) corduroy 
jacket, Jamie’s (Sam Heughan) shiny 
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IMAGE CREDITS: COURTESY OF CRYPTOZOIC 


Jocasta, Claire, and Briana 
are three of the sought- 
after characters featured 



OUTIANDER 


TRADING CARDS SEASON 4 


AUTHENTIC WARDROBE 


authentictordrobe 


SOPHIE SKELTON 
anna RANDALL FRASER 


in Cryptozoic’s Outlander 
Season 4 trading card set. 




OUTIANDER 


CAITRIONA BALFE 
AS CLAIRE FRASER 


black jacket worn in Wilmington, 
and Stephen Bonnet s (Ed Speleers) 
rust-colored jacket. Earlier in June, 
special wardrobe cards featuring one 
of Aunt Jocastas (Maria Doyle Kenne¬ 
dy) floral print dresses, and Briannas 
(Sophie Skelton) yellow embroidered 
dress were released as a special bonus 
for committed collectors. The most 
sought after wardrobe cards in past 
releases have been the ones featuring 
swatches from Claire s iconic Ver¬ 
sailles red dress. 

Autograph collectors should look 
out for the cards featuring Season 4 
guest stars such as Adawehi (Tantoo 
Cardinal) and George Washington 
(Simon Harrison). Many of the actors 
add doodles or short taglines from 
their characters to give fans a personal 
touch to their collection. Obtain¬ 
ing the autograph cards is the most 
time-intensive part of the production 
process for staff, as the majority of the 
Outlander cast lives overseas. 


Based on fan feedback on past sea¬ 
son sets, the most popular card from 
the Season 4 set will likely be any 
Jamie cards, followed closely by any 
Claire cards. “Sam Heughan... has an 
extraordinary charisma and has done 
an amazing job of connecting with 
fans across the world,” Porras says. 
“Right up there with Jamie is his wife, 
Claire Eraser, played by Caitriona 
Balfe. She is the true star of the show, 
and we see the entire series through 
her eyes.” 

Outlander trading cards are not 
playable as their own game, but the 
Season 4 set is usable as a traditional 


playing card deck. Eans will have to 
collect four boxes to get a standard 
52-card deck. On each playing card, 
there’s a number and suit indicator, 
and the character image is duplicated 
and flipped for ease of visibility. Early 
testing by Cryptozoic staff revealed 
fans were excited to have a hybrid of 
collector cards and playing cards. 

Eans who enjoyed Jamie and 
Claire’s journey to establishing Eras¬ 
er’s Ridge in North Carolina should 
definitely consider owning a piece of 
the action when Cryptozoic’s Outland¬ 
er Season 4 trading card set is released 
later this year. ® 


OUTLANDER EBAY EXCLUSIVE 


Shop at eBay.com for an exclusive bundle of Outlander Season 
4 + Exclusive Oversized Wardrobe Cards featuring Jamie, 
Claire, and Aunt Jocasta (4 different sets). Available August 17 
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O n Oct. 1,1989,43 women 

around the world gave birth 
simultaneously, despite 
none of them being pregnant when 
the day began. Seven of those chil¬ 
dren found their way into the care of 
eccentric billionaire Sir Reginald Har- 
greeves and his Umbrella Academy. 
Now the Umbrella Academy kids 
are making another, perhaps even 
stranger transition... into the world of 
trading cards. 

Sci-Fi Hobby, a division of Ritten- 
house Archives and a specialist in 
nerd-friendly collectible cards, will be 
releasing the first ever batch of Um¬ 
brella Academy trading cards on July 
29, just two days before The Umbrella 
Academy's second season premieres 
on Netflix. Previously Sci-Fi Hobby 
has been the go-to card spot for genre 
IPs like The Twilight Zone, Star Trek, 
and a little-known (at the time) HBO 
fantasy series they decided to take a 
chance on called Game of Thrones. 

“1 have a good feel for the kinds of 
shows that have really good upsides,” 
Rittenhouse Archives President Steve 
Charendoff says. “With Umbrella Acad¬ 
emy, nothing would really surprise 
me. It s a great franchise.” 

The Umbrella Academy set of cards 
will feature scenes from the first 
season, exclusive autograph cards, 
relic cards featuring “screen-used” 
costumes and props, one-of-a-kind 
sketch cards, and many more unique 
collectibles. All will be available via 
traditional packs, boxes, and binders. 
But in addition to the usual produc¬ 
tion of cards, SciFi Hobby has cut 
a deal with eBay for an additional 
exclusive offering. 
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Grab Your 


Umbrellas 


Netflix’s The Umbrella Academy \s getting a line 
of collectible trading cards, including an exclusive 
eBay set. by alec bojalad 


Available only on eBay will be a 
limited 500 set run of exclusive cards. 
Each eBay pack will include nine 
character cards from Umbrella Acade¬ 
my's first season. Characters featured 
are “Number i” Luther Hargreeves, 
“Number 2" Diego Hargreeves, “Num¬ 
ber 3” Allison Hargreeves, “Number 
4" Klaus Hargreeves, “Number 5,” 
“Number 7” Vanya Hargreeves, Hazel, 
Cha-Cha, and Pogo. 

“The idea behind it really is to 
offer something on a retail basis that 
gives us and eBay the opportunity to 
promote the show and our business¬ 
es in general,” Charendoff says. “1 
think there’s some pretty compelling 
upside. This is clearly an eBay prod¬ 
uct. We’ll build on that if it proves 
successful and I’m optimistic that it 
will be successful.” ® 






IMAGE CREDITS: COURTESY OF SCI-FI HOBBY (UMBRELLA ACADEMY), COURTESY OF EBAY (MOST INTERESTING CARDS) 


5 Most 

Interesting Cards 
Sold on eBay 



1952 Topps Mickey Mantle #311 

The 1952 Topps Mickey Mantle 
#311, one of the most important 
baseball cards in the industry, 
has held the title of most expensive 
card sold on eBay since 2015. 

In 2015, a 1952 Topps Mickey Mantle 
#311 PSA 8 sold for $486,100. 



1952 TOPPS 
MICKEY MANTLE 


#311 
NM-MT + 
8.5 

26030120 


MICKEY MANTLE 



Magic: The Gathering 
Black Lotus Card 

The Alpha Black Lotus is a part of 
the Power Nine set of cards that 
were only printed early in the game’s 
history, which speaks to the rarity 
of the card itself. Over the past five 
years, only 40 MTG Alpha Black Lotus 
cards have been sold on eBay. 
The most expensive Alpha Black 
Lotus card sold on eBay for a record 
$166,100, making it the highest 
selling MTG card since 2015. 



Pokemon Charizard First Edition 


First edition cards are by far the 
rarest and most valuable among 
standard Pokemon cards. The highest 
priced Charizard First Edition card 
sold on eBay for $16,999 in 2017. 





Yu-Gi-Oh! Cyber-Stein 

Over 2,000 Yu-Gi-Oh! Cyber-Stein 
cards have sold on eBay 
since 2015. The highest price 
Cyber-Stein card on eBay sold 
for $7,150 in June 2020. 



1985 Garbage Pail Kids 
#1A Nasty Nick 

The most expensive Nasty 
Nick 1A card sold on eBay went 
for $8,350 in May 2020. 


*BASED ON EBAY SALES DATA FROM JANUARY 2015 - JULY 2020. 
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Whether it’s Magic: 
The Gathering or 
Pokemon, we got 
the inside scoop on 
what it takes to be a 
professional 
TCG gamer. 

BY ANTHONY MCGLYNN 

ILLUSTRATION BY 

AARON MILLER 




hen it comes to versatile gaming, nothing quite compares to a 
good trading card game. Anywhere, any time, as long as you 
each have decks and somewhere flat to lay them down, you can 
play. Of the many available. Magic: The Gathering and Pokemon 
Trading Card Game are easily among the best for beginners. One 
of the pillars of table-top gaming. Magic is a multi-colored blowout of intrep¬ 
id sorcery and ferocious monsters, all wrapped up in nearly three decades 
of fantasy lore. Pokemon needs no introduction, and just as the video games 
have gone from strength to strength since the days of Red and Blue, so too 
has the spinoff card game. 

Giving either of these games a go has never been easier, between the wide 
circulation of the packs themselves, and the digital versions one can play 
for free. Indeed, Magic: The Gathering Arena and Pokemon Trading Card Game 
Online provide a fully digitised replication of the intense tit-for-tat the TCGs 
are known for, allowing you to build and test combinations wherever you can 
find good WiFi. We caught up with Autumn Burchett, a Magic: The Gathering 
pro, and Azul Garcia Griego, a Pokemon TCG expert, to discuss their careers 
in card gaming, why they love these communities so much, and what decks 
and cards you should be looking for if you want to be among the elite. 
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MHCIC: THE GHTHERING 


AUTUMN BURCHETT IS A pro 

fessional Magic: The Gathering player 
who, in February 2019, became the 
inaugural Mythic Champion. Making 
their Pro Tour debut in 2015, Burchett 
had previously achieved first place 
in the UK Nationals in both 2017 and 
2018 before making the jump to global 
gold. In that time, it wasn’t just the 
best of the best they were up against, 
but revolving systems, too, as Magic re¬ 
structured its competitive layout from 
the Pro Tour to the Mythic Champion¬ 
ship, from which it’s changed again to 
this year’s Players Tour. Finding and 
competing against the best players in 


the world is an enjoyable challenge, 
says Burchett, but the added spotlight 
wasn’t easy to get used to. 

“1 felt a lot of pressure at first as 1 
really didn’t want to let down the fans 
1 gained from that victory,” they tell 
us. “It’s taken a lot of time to adjust to 
that, and to refocus myself again.” 

In a typical year, Burchett would 
travel a dozen or more times around 
the world to attend Magic: The Gather¬ 
ing events. Around a third of their life 
is spent on the road in fact, between 
the crucial tournaments needed to be 
in world championship contention 
and other invitationals. Naturally, 


playing against Magic's top-tier is 
always a thrill, but getting to see and 
meet the people who make up the 
local scenes is the real reward of being 
a touring player. 

“1 love competing at the highest 
level events with players from so many 
different places attending,” they say. 
“That said, my favorite part of events 
will always be spending time with 
friends, and going out for food after 
the games are done, whether catching 
up with local friends who I’ve known 
for many years or getting to see inter¬ 
national friends again.” 

Unfortunately, for much of 2020, 
flying internationally has been a no- 
go, with even local gatherings being 
improbable until towards the end 
of the year. Thankfully, online game 
Magic: The Gathering Arena means pro 
players can still practice and compete 
at a high level. Since its release in 2019, 
the free-to-play version of the TCG 
has made it much easier for anyone 
— veterans or those just curious — to 
get a deck and start playing. “It has 
definitely widened the audience,” 
Burchett says. “1 know a few people 
who have been able to have success in 
part due to digital Magic just inherent- 
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nUTUMN'5 DECK 


Burchett’s favorite deck at the moment is Temur Reclamation, a 
Blue, Green, and Red build centered on Uro, Titan of Nature’s Wrath, 
a 6/6 mythic rare from Theros Beyond Death. Uro’s a blue-green 
elder giant that gives you three life, lets you draw a card, and play 
a land card from your hand when it enters the battlefield or attacks. 
Getting it out involves exiling cards from your graveyard in addition 
to its mana cost, but once it’s in play, it’s tough for any opponent. At 
around $45 on eBay, Uro can be expensive, but it’s easily the largest 
investment in the deck. 

Green and Blue land Breeding Pool is the next highest price-point, 
coming in at about $30 per card, with Blue and Red equivalent Steam 
Vent costing $12 or so. 

Guilds of Ravnica rare Expansion/Explosion is one of the more 
costly instants, a Blue and Red split card that lets you either copy a 
spell and select new targets, or deal X damage to any target. 

Brazen Borrower, a Throne ofEldroine mythic rare, is often an 
accompanying creature for Uro, a flash, flying 3/1 that has an instant 
power of returning a non-land permanent to an opponent’s hand 
that’ll run about $15. 

Two other enchantments. Shark Typhoon, a Blue spell that makes 
shark tokens from the converted mana cost of noncreature spells you 
play, and Wilderness Reclamation, which untaps your lands during 
the end phase, come in just under $5 to round out the major buys. 

“I love Temur Reclamation, it has a lot of flexible play patterns and 
game-plans,” Burchett says. “Figuring out what role to take in any 
given game or match-up is a lot of fun as a result.” 


ly being more accessible.” 

Burchett has been using online 
tournaments to stay sharp, like the 
Star City Games Tour Online, an 
Arena-centric version of the Star City 
Games Open Series that normally oc¬ 
curs throughout the year. It s expected 
that Arena will be a cornerstone of pro 
Magic from here on out, meaning dig¬ 
ital competitions will still be integral 
even when players can roam freely 
again. Between those and Twitch, 
Burchett has been able to maintain 
some semblance of a routine, while 
still interacting with their fanbase and 
giving the Magic audience somewhere 
to hang out. It s a learning experience 
on both sides, all coming together for 
a love of these five-colored spells. 

“[Arena] encourages me to try out 
different decks that 1 might not oth¬ 
erwise,” Burchett says. “Fve definitely 
had people say that they started 
playing again because they enjoy my 
content or seeing me succeed which is 
always flattering and makes me happy 
to hear.” 

For anyone looking to make their 
first steps into Magic: The Gathering, 
Burchett recommends going Mo¬ 
no-Red Aggro, a recurring deck type 
that’s all about blowing your oppo¬ 
nent up as swiftly as possible. “Your 
role in any given match-up is generally 
pretty clear: try to kill your opponent 
as fast as possible,” they explain. “It 
can also have a lot of depth to it too 
though, which makes it easy to learn 
and hard to master.” 

Although playing against random 
opponents in Arena is good for devel¬ 
oping skills, and streams and YouTube 
videos can provide a semblance of 
real-life communal play, nothing com¬ 
pares to sitting down with a friend and 
going a few rounds to see what’s what. 

“Find someone else who plays the 
game and play with or against them,” 
Burchett says. “The game is a lot more 
fun when you’re sharing the experi¬ 
ence with a friend, or battling against 
them, and it’s a lot easier to learn that 
way too.” 
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AZUL GARCIA GRIEGO BEGAN 

playing the Pokemon Trading Card 
Game the way many kids did—by just 
making up the rules so the game was 
more like the popular anime and vid¬ 
eo games. But after being invited to a 
local Pokemon League to learn how 
to play properly and compete, Griego 
became obsessed with becoming the 
very best, like no one ever was. Now 
he’s a regular international compet¬ 
itor, as well as a streamer and coach, 
showing new players the ropes as the 
Pokemon TCG global scene continues 
to expand. 

“When 1 first started playing, you 
could go to one regional per season, 
all the regionals happened on the 
same weekend, so we went to one 
weekend,” Griego says. “Now, I’m in 
America, but if 1 wanted to go to the 
ones in Europe and stuff, 1 could go to 
20-plus regionals in a year.” 

The last two years, Griego’s been 
doing laps of this circuit, leaving his 
home state of Massachusetts around 
two dozen times, traveling as far 
as Berlin, London, Sao Paulo, and 
Melbourne to compete. Obviously, 
the playing itself is a major attraction, 
getting to go against the best from 


every country and see their approach, 
but it’s the friendly atmosphere that 
makes being a career player worth¬ 
while. 

“At this point, there are so many 
people to say ‘hi’ to and just to catch 
up with, even if just to talk about 
the games that we’re having today 
at the regional or whatever it might 
be,” he says. “Then, doing other stuff 
like playing other kinds of board 
games and stuff that people bring to 
the event to just kill time in between 
rounds. We’re all just hanging out 
until the event’s over anyway, so it’s 
just always a great time.” 

Mirroring the Pokemon games, the 
current sets in standard format for the 
trading card game are based on 20i6’s 
Sun and Moon and 2019’s Sword and 
Shield, or generations seven and eight, 
respectively. So far, two expansions 
have been released for Sword and 
Shield, the base set, and Rebel Clash, 
with a third. Darkness Ablaze, set to 
drop this August. 

Griego doesn’t worry too much 
about the balancing in standard, al¬ 
ways willing to adapt to whatever the 
prevailing strategies and decks are, 
but he does think that right now, the 
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Griego’s deck of choice is the Combo Zacian, a build that surprised 
him with its versatility when he sat down to play with it. The main 
mechanic involves cycling through Prize cards on your bench. The 
namesake, Zacian V from the Sword and Shield collection demands 
a high price, since the deck is commonly taking players to the top 
eight, at $74 on eBay. For that money, though, you get a strong 
attacker - Zacian can do 230 damage for three metal energy - and 
during your turn you can draw three cards, attach any metal energy 
to Zacian and keep the rest in your hand. 

Metal Frying Pan FL1144 is the usual companion here, a trainer that 
reduces the damage a metal pokemon takes by 30, and removes all 
weakness, for $10 or so. 

Griego uses a specific variant that involves 
Jirachi TEU 99, who lets you search the top 
five cards of your deck for trainer cards, and 
generally costs around $14. 

The Detective Pikachu version of Mr. Mime 
who can put your face-down Prize cards on 
top of your deck is also included, at a cheap $4 
average price. Mamie SSH 200 is among the 
trainer cards, making both players put their hand 
to the bottom of their decks, then allowing you to 
draw five cards while your opponent draws four, 
and has a price of around $32 for a single. 

Another piece of the arsenal is Boss’s Orders 
RCL 189, that lets you switch your opponent’s 
active Pokemon with a benched one, a trainer card 
valued at $41. 

“You always put the pressure on your opponent 
to have to deal with you, and I would prefer to be 
the person in the driver’s seat as opposed to the 
person always trying to make the comeback,” Griego 
explains. “I felt like it was very hard to come back 
against. Once I got ahead with Combo Zacian, I was 
just ahead.” 



playing field is in a decent spot. “It’s 
pretty good right now, there’s around 
five or six decks that are contenders 
to win any tournament,” he explains. 
“Last meta there was one deck that 
was by far the best, nothing else was 
close to its power level, so the meta 
got played out very quickly.” 

Given that traveling and socializing 
is limited for 2020, Pokemon Trad¬ 
ing Card Game Online has been the 
backbone of competitive Pokemon. 
He’s been taking part in tournaments 
there, where he’s encountered a num¬ 
ber of players who only play digital, 
inspiring him to arrange his own for 
his Twitch and YouTube subscribers. 

“I’ve had quite a few people, 
through just streaming or talking 
to them, who are only playing in 
these events because they only play 
Pokemon TCG Online” he says. “They 
don’t play with real life cards, so it 
gives them a way to play into the 
game, which is really nice.” 

That’s not to say Pokemon Trading 
Card Game Online isn’t a gateway, but 
going from playing in the comfort 
of home, to facing your opponent 
eye-to-eye, can be daunting. Some of 
Griego’s Pokemon students actually 
came to him for coaching so they 
could build their confidence in mak¬ 
ing the leap from online to real life. 
“When the new season comes around, 
they want to attend events and be a 
little more refined in their skills going 
into that.” 

While the number of fans for 
Pokemon TCG related content is rela¬ 
tively small, it’s growing, and Griego 
reckons that if the online version got a 
contemporary overhaul, it could see a 
real boom in interest. 

“Twitch would be a great place to 
grow, and I’m always hopeful that one 
day a new, clean, fresh client comes 
out because Pokemon Trading Card 
Game Online is really old,” he says. “1 
think it could definitely blow up to 
the point, you know, of something 
like Magic: The Gathering Arena or 
Hearthstone.” ® 
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BY CHRIS CUMMINS 



FROM THE <80S TO TODAY, GARBAGE 
PAIL KIDS HAVE BEEN THRILLING FANS 
OF ALL AGES. HERE’S WHY. 
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GARBAGE PAIL KIDG 

GAVE BIRTH TO MY ANTI-AUTHORITY STREAK. 



I was in fifth grade waiting for art class to start and showing 
off my prized Ashcan Andy to enraptured classmates when 
my teacher walked in the classroom, sighed, confiscated 
the card and proceeded to rip it up. “This junk has no place 
in an art room,” she stoically declared as Andy was trans¬ 
formed into sad confetti before my eyes. Years later, 1 came 
to realize that this demonstration was all about jealousy— 
these cards had instantly engaged students in art in a way 
that her years of teaching never could. 

And let me be clear here: Garbage Pail Kids are most 
definitely art. Often grotesque and always eye-catching, the 
unfortunate children showcased on these cards fostered 
an interest in painting, illustration, and design for genera¬ 
tions of kids since Topps first introduced them back in 1985 
(their pun-heavy names also were a gateway for subversive 
humor). After 35 years. Garbage Pail Kids have become a 
cultural institution—not to mention schoolyard contraband 
for nearly four decades, an unexpected bonus that would 
make the creators of these cards—^veterans of the counter¬ 
culture themselves—beam with pride. 

To trace the origins of Garbage Pail Kids, a brief histo¬ 


ry lesson is in order. Although they were best known for 
their baseball cards, the Topps Company also had huge 
success with bubblegum cards based on popular films and 
TV shows. Further expanding their creative pallet, Topps 
released numerous humor card lines, the most popular of 
which was Wackg Packages. Like Mad Magazine before them, 
these stickers showcased parodies of contemporary prod¬ 
ucts with bitingly accurate focus. 

In the early 1980s there was no bigger consumer fren¬ 
zy than the Gabbage Patch Kids. These dolls from Xavier 
Roberts and Coleco featured an elaborate backstory and 
cloyingly adorable looks that became the stuff of toy legend 
(news reports featuring near riots as parents tried to get 
their hands on the damn things were commonplace in the 
early 1980s). 

Naturally, then, Gabbage Patch Kids were an ideal target 
to get the Wackg Packages treatment. But the decision was 
wisely made by Topps execs that Garbage Pail Kids could 
be a card line of their own. Spearheading the project was 
underground comics legend Art Spiegelman (who would 
go on to win a Pulitzer Prize in 1992 for his groundbreaking 
holocaust graphic novel Mans), Raw comics anthology con¬ 
tributor Mark Newgarden, and artist John Pound. 

Pound, a veteran of painting fantasy and science fiction 
book covers, was brought by Spiegelman to illustrate the 
original Wackg Packages “Garbage Pail Kid” card (featur¬ 
ing one of the dolls pushed into a trash can and touting 
orders to send the unfortunate soul to the Department of 
Sanitation). Though this Wacky Pack was shelved. Pound 
single-handedly painted all the characters featured in the 
first Garbage Pail Kids set. “They liked the idea sketches 1 
sent in,” he says, “and asked me to do all 40 paintings in 
two months, which was faster than 1 was used to, but 1 got 
organized and made the deadline.” 

Working with Spiegelman, Newgarden, and Topps 
creative favorite Jay Lynch to craft ideas. Pounds early 
characters included the now iconic Adam Bomb, 
and remain some of the most beloved in the line (for 
the record. Pound names Adam Bomb, Up Chuck, 
Jolly Roger, and Mona Loser as some of his favorite 
creations). 

Looking back over three decades later. Pound 
sees several reasons why Garbage Pail Kids have 
endured: 

“The original concept had strengths: doing a 
parody of the famous Gabbage Patch Kids, and a name 
that was both clear and familiar sounding,” he says. 
“The concept s rebellious attitude and shock value 




gave it initial attention. Also, in the ‘80s, Topps prod¬ 
ucts were widely distributed, like in drug stores, 
variety stores, convenience stores.” 

Although he freely admits that “1 wasn’t 
expecting it, but Garbage Pail Kids became a 
huge hit,” Pound says aesthetic concerns were 
foremost on his mind when painting these 
garish figures. “On my end, despite the abun¬ 
dant gross humor and shock value, 1 simply 
wanted the art to feel good to look at. And 1 
tried to put love into the paintings.” 

The care with which these outlandish 
cards were created was appreciated by con¬ 
sumers. Fifteen different series of Garbage Pail 
Kids were produced between 1985 and 1988. 

There was spinoff GPK merchandise too, rang¬ 
ing from folders emblazoned with images of 
popular characters to the on-brand/subversively 
named Gheap Togs. The Garbage Pail Kids Movie 
was released in 1987 with The Facts of Life co-star 
Mackenzie Astin in the lead. On that topic. The Togs 
That Made Us and A Tog Store Near You creator Brian 
Volk-Weiss sums up the flick perfectly: “That movie is so 
bonkers even seeing it is not believing it. It reminds me in 
a weird way of a low budget Batman and Robin in that it was 
like a ton of people were involved with the green light and 
execution and seemingly had no oversight on any matter.” 

But as far as Volk-Weiss is concerned, a new motion 
picture has plenty of potential. “1 would love to see them do 
a ‘serious’ reboot that would be similar to the first Guardians 
of the Galaxg film in that they take the characters and the 
world seriously,” he states, “but the fun and humor and 
oddness stays intact too.” While there may be a future on 
screen for New Wave Dave and company, whatever it turns 
out to be must avoid the mistakes of the infamous 1987 
cartoon series—^which was produced for CBS but never 
aired due to the then-ongoing controversy surrounding the 
franchise (it eventually landed on DVD, and the less said 
about it the better.) 

Despite a lull in any new products that lasted from the 
late 1980s until 2003, Garbage Pail Kids never really left the 
public consciousness. If anything, they were inspiring new 
talent. Enter Buff Monster. The Hawaii native and prolific 
street artist known for his upbeat, ice cream-inspired work 
was so inspired by Garbage Pail Kids that he created his own 
line of sticker art cards. The Meltg Misfits. With names like 
Mind-Blowin’ Owen (featuring a cameo by a very Adam 
Bomb-esque character) and Bam Bam Sam, these intricate¬ 
ly designed stickers—created on the type of antiquated 
machinery that Garbage Pail Kids were made on—come 
complete with a retro-styled wax pack and showcase Buff 
Monster’s own unique aesthetic as they pay homage to the 
Topps line. 

Talking about why he personally connected with Garbage 
Pail Kids, Buff Monster makes a salient point on why these 
things were so memorable in the first place. 

“If you look at most trading cards, they are less than what 
they’re about. Having a baseball card is a ‘less than’ experi- 
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ence than watching the game. If you’re watching a baseball 
game in person, that’s great, but watching a baseball game 
on TV is actually better because you’ve got commentary, 
and you’ve got playback, and all this sort of stuff,” he tells us. 

“But Garbage Pail Kids stand out because the art was made 
for the cards, so the card was the thing. The card wasn’t 
some sub-version of something else. It was the point of mak¬ 
ing the art in the first place. And so that has always stuck 
with me. And that is really kind of what it comes down to 
for me.” 

Buff Monster’s The Melty Misfits stickers are a burgeoning 
phenomenon for the 2020s, just as Garbage Pail Kids were 
for the 1980s. It’s understandable that he is partnering with 
eBay for a special pack of The Melty Misfits, some of which 
will come packaged with a random “Golden Ticket” card 
that will entitle the recipient to have Buff Monster create a 
character of their choice. 

“This pack that we’re going to do is a nice little introduc¬ 
tion to me and eBay working together,” he says. “This is a 
very easy thing for the completist to get. And that’s good.” 

It’s clear when talking to Buff Monster that Garbage Pail 
Kids continue to inspire. And the cards themselves feel more 
vibrant than ever, way more relevant today than the doll 
that inspired them in the first place. Case in point? Recent 
political and horror-themed Garbage Pail Kids sets (which 
are really one and the same when you think about it) have 
brought old fans back into the fold. 

Another example of booming Garbage Pail Kids interest is 
the 2017 documentary 50 Years of Garbage: The Garbage Pail 
Kids Story. The film’s writer and (with Jeff Zapata) co-direc- 


tor is Joe Simko, himself an accomplished artist and 
graphic designer who has worked on the card line and 
IDW’s spin off Garbage Pail Kids comic, as well as his 
own series of The Sweet Rot graphic novels and his 
Gereal Killer trading cards. Simko vividly remembers 
when Garbage Pail Kids entered his life. 

“I first discovered Garbage Pail Kids when I was 
10 years old while riding the school bus. A couple 
of kids were sharing them,” Simko says. “It was the 
second series, and I just remember that artwork 
jumping out at me. Never had I seen such appetiz¬ 
ing visuals on a trading card before. I knew instantly 
they were an attack on the highly successful Gabbage 
Patch Kids dolls, which dominated the kid’s market 
landscape at the time. Garbage Pail Kids were such a 
great middle-school kids protest to that cutesy Cabbage 

Patch world.” 

Simko has been a part of Garbage Pail Kids lore since 
2009, and during that time has given the Garbage Pail Kids 
treatment to everything from Stranger Things to Universal 
Monsters. “I think my favorite Garbage Pail Kids projects are 
the licensed product paintings I get to do,” he says. “For in¬ 
stance, the Garbage Pail Kids cereal for FYE was just so great 
to work on. Doing cereal box signings at the FYE pop-up 
shop during San Diego Comic-Con was an overwhelming 
experience. Greeting Garbage Pail Kids fans when I too am a 
fan, is amazing.” 

When I mention the brand’s longevity to Simko, he is 
quick to sum up their continued popularity. ''Garbage Pail 
Kids have lasted this long due in part to the dedicated group 
of collectors who grew up on the series in the ‘80s. Yes, there 
are younger kids buying them today, but the nostalgia it 
brings to those grown-up kids keeps the spirit and revenue 
of the Garbage Pail alive.” 

Bringing things full circle, he also vindicated myself and 
everyone else who was ever frowned upon for appreciating 
the cards’ artistic merits. 

“They are a true form of art. To pass judgement on them 
and reject these cards as ‘art’ because of the subject matter, 
is to have a narrow perspective of what art is,” Simko says. 
“Credit goes to the original creators of the Garbage Pail Kids 
cards during the 1980s, Art Spiegelman and Mark New- 
garden. Art and Mark knew the ingredients to make GPK 
work. And of course the artists, John Pound, Tom Bunk, 
James Warhola, and Jay Lynch, were the ‘cooks.’ They 
made it taste and look perfectly gross. Without any of these 
creative minds, I believe Garbage Pail Kids would not be the 
success it became at the time.” 

Despite being anchored to a fad from the 1980s, Garbage 
Pail Kids are ultimately timeless. Children of all ages will 
always take to the goofy grossness that is embedded in the 
line’s DNA. Nostalgia is a potent thing too, but as recent 
years have illustrated, Topps is always looking to evolve the 
IP, be it through virtual Garbage Pail Kids, high-end collect¬ 
ible figures, or just by continuing to bring in great artists 
to keep the bread and butter of the franchise—the card 
line—going strong. These Kids may be pushing 40, but in 
the heart of fans, they’ll never age. 
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ESAY X T0PP$ EXCLUSIVE 




The 10-card set created 
by Joe Simko is the first 
exclusive from eBay 
and Topps. Each card is 
representative of buying 
and selling on eBay. The set 
will be available for $19.99 
on eBay for one week 
starting on August 10. 
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MAKING 


Star Wars 

Bigger 

25 years ago, Topps brought the most faithful cinematic 
representation of a galaxy far, far away to trading cards. 

BY AARON SAGERS 

ILLUSTRATIONS BY JESSICA KOYNOCK 


THE NOTION of somehow making Star Wars 
bigger seems ridiculous in 2020, but 25 years ago, 
that’s precisely what The Topps Company did with 
the Star Wars Widevision trading cards. 


The result was not only ground¬ 
breaking for movie trading cards, but 
the 1995 Widevision series literally 
made Star Wars bigger for Topps with 
a legacy that continues more than two 
decades later. 

“Star Wars cards in general are part 
of the legendary Star Wars experi¬ 
ence,” says Gary Gerani, the original 
editor of the Topps series and author 


of Star Wars Widevision: The Original 
Topps Trading Card Series, Volume 
One, published by Abrams Gomi- 
cArts. ''Star Wars Widevision happens 
to be the most glorious example of 
the trading card form that 1 can 
think of.” 

So how did a 120-card base set of 
trading cards, based on a franchise 
that hadn’t seen a new entry in 12 


years, make such an impact? 

As it happened, Topps had been in 
the Star Wars business since it made 
the original 1977 set (with the blue 
border and white stars) that largely 
targeted young fans. 

“[The original sets] were mass-mar¬ 
ket items sold on candy counters 
across the country,” Gerani says. “But 
in the ‘90s, the direct sales comic 
book market opened up, allowing 
new card products to be created that 
were aimed at the true fan audience.” 

Gerani came up with the name Star 
Wars Galaxg, which became a card 
series featuring artist interpretations, 
illustrations, and movie posters. It 
was a success for the company, and it 
began exploring ways to refresh the 
movie cards. 
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(Above) Princess Leia and C-3PO trading cards reveal details about the making of 
Star Wars. (Below) The Millennium Falcon leaves Mos Eisley in the most stunning and 
cinematic detail ever captured on a trading card. 



In discussions with Topp s New 
Product Development executive Ira 
Friedman, Gerani made the “radical 
suggestion” of changing the size and 
shape of the card itself. This would be 
a departure from the original cards, 
which featured square-shaped unit 
photography. 

The idea they landed on reflected 
the full widescreen movie frame, 
and though “long cards” had been 
done before, Gerani and Topps set 
out to make the most sophisticated 
Star Wars set ever. The longer size 
also meant they could reproduce the 
original Star Wars Panavision frames 
in their entirety. 

The new oversize format cards, 
measuring 4 7/8 by 2 3/4 inches, were 
certainly big. They expanded on the 
scope of the original 1977 set, and the 
large clear image was framed by thin 
blue bars along the top and bottom. 
Along with the Topps and Star Wars 
logos, each featured a simple caption 
(e.g. “Int. Tatooine - Mos Eisley - 
Cantina”; “Int. Death Star - Detention 
Area”). 

Moreover, the back of the card 
featured the original storyboard for 
the movie images presented on the 
front. Other “stations of information” 
(behind-the-scenes, etc.) were includ¬ 
ed on the back because of the extra 
length of the card. 

“It was, without question, the most 
sophisticated trading card I ever con¬ 
ceived/edited, and Fve edited a few 
hundred over the years,” says Gerani, 
who adds that he took a scholarly 
approach to the project. 

“I wanted this set to be worthy of 
The American Cinematographer or any 
high-level exploration of motion pic¬ 
ture making, while still functioning as 
an entertaining trading card product 
for our regular buyers.” 

As for the name itself, Gerani says 
he landed on ''Widevision' as a nod 
to the previous Galaxy sets, which 
utilized the word “Vision.” 

“It seemed appropriate; people 
were calling it ‘widescreen at first, so 
I had to correct them every now 
and then.” 

The template of the Widevision 
cards would essentially follow A 
New Hope's storyline without having 


to spell out a plotline everyone 
pretty much already knew by the 
‘90s. After selecting front images, 
Gerani went hunting for correspond¬ 
ing “making of” back images, like 
storyboards. 

That meant going through a lot of 
material, which he says was “sorta 
fun,” but still sounds like quite a task. 

“We had access to all the right visu¬ 


al material — state-of-the-art digital 
blow-ups for the front images, along 
with a treasure trove of ‘making of’ 
graphics,” he says. “This material had 
been accumulated since the movies 
came out, as the caretakers of Star 
Wars were always very aware of the 
saga’s place in pop culture history.” 

Beyond the size and overall scope 
of the cards, the Widevision set was 
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HIGH-LEVEL EXPLORATION OF 
MOTION PICTURE MAKING.” 

- GARY GERANI 


innovative in the way images were ob¬ 
tained. Gerani says “in the old days,” 
he would mostly print from slides and 
color transparencies. For this project, 
however, the images came directly 
from the film. 

“We hooked up with the Telecine 
Research Center at Universal, an 
outfit recommended by Lucasfilm,” 
says Gerani. “They were sent 35mm 
prints of all three movies, 1 would 
go down there and screen them, and 
we’d stop whenever 1 wanted to pull 


a frame. They would then process 
that selection through their digital 
computer setup.” 

While working on the project, the 
editor says there was a sense that 
the fans would love what Topps was 
creating. Indeed, the result was not 
only a massive step forward for movie 
trading cards, but the Widevision set 
itself is simply gorgeous. And for Ge¬ 
rani, it does the Star Wars franchise 
“full justice.” 

“1 had been writing and editing 


Topp’s Star Wars cards since the very 
first series, so Widevision played like 
a state-of-the-art remake of the 1977 
original sets.” 

Topp’s game-changing Star Wars 
Widevision set was collected in the 
2017 book Star Wars Widevision: The 
Original Topps Trading Card Series, Vol¬ 
ume One. The book includes the front 
and back of the base set, along with 
chase cards, wrapper art, A New Hope 
Special Edition cards, and new cards 
made exclusively for the book. 

“It was just great to have these old 
cards of mine between two covers, 
which gives the sets added validity 
and places them in the proper histor¬ 
ic context.” 

For Gerani’s personal history, 
looking back on 25 years of Star Wars 
Widevision, he says the project holds a 
special place for him and was a tough 
act to follow. As for which of those 
“old cards” is his favorite? 

“There are so many cool composi¬ 
tions in Star Wars. 1 suppose firing up 
the Death Star, with the beam shoot¬ 
ing through that shaft, was always one 
of my favorites. It certainly filled the 
wide frame.” ® 
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TOPPS PROJECT 2020 IS A 
WINDOW INTO ARTIST SOPHIA 
CHANG’S EVOLVING BRAND. 

BY CHRIS LONGO 


OPHIA CHANG realized 
interest in her work on 
Topps Project 2020 was sky¬ 
rocketing when her street 
art-inspired Jackie Robin¬ 
son card was auctioned on 
eBay for $4,500. To the art¬ 
ist, it was a green flag. “I was 
like, ‘Whoa, something is 
happening here and I need 
to pay attention to this.’” 
Chang was not alone. 

The notoriety and financial boon 
of Topps Project 2020 took even the 
trading card company by surprise. 
Inspired by sneaker culture and 
streetwear, Topps embarked on a 
year-long event series that features 
20 contemporary artists reimagining 
20 iconic baseball rookie cards for 
a complete set of 400 cards. Using a 
print-on-demand model, each card is 
released on the company’s website for 
a 48-hour window, with single cards 
selling for a premium price point of 
$19.99. Great art, even at 2.5 inches by 
3.5 inches, comes at a cost. 

The project started slow; no print 
run cracked 4,000 through the first 28 


released cards. Topps was also forced 
to indefinitely postpone planned 
in-person promotional events after the 
coronavirus pandemic put the Major 
League Baseball season on hold. But 
it’s possible this worked in Topps’s 
favor. The low early print runs caught 
the attention of collectors who were 
reselling cards on eBay for significant 
profits. 

By the time her fifth card, a rec¬ 
reation of Willie Mays’s 1952 rookie 
card, was released, Chang knew the 
demand was so high that she couldn’t 
pass up buying her own artwork. But 
buying up her cards only to sign and 
resell them wasn’t financially feasi¬ 
ble or the most efficient method, so 
Chang let the market come to her. 
Through Chang’s personal website, 
people who purchased her Topps 
cards can purchase her signature by 
shipping the card directly to Chang, 
who signs the card and ships it back. 

It’s one example of how Topps 
Project 2020 continues to evolve. For 
artists, it has opened up new revenue 
streams and expanded their fanbases, 
an unexpected home run during an 
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uncertain time for an artist and small 
business owner like Chang. 

“The majority of my illustration 
work is marketing [and] advertising,” 
she says. “So when there were a lot 
of brand activations, Fd be out there 
doing live illustrations or customi- 
zations for people, or just campaign 
work. Obviously, those budgets were 
severely cut, so 1 was pretty worried.” 

Making it as an artist is a grind even 
in normal economic times. Chang has 
made sure to diversify her resume; 
she’s worked with major retail clients, 
created online startups, and teaches 
courses for small business owners. 

“It’s a classic hustler’s mentality,” 
Chang says. “We’re all in here to win, 
everyone’s trying to chase the same 
check. What can you do to put your 
best foot forward to make that happen 


for yourself? It’s not other people’s job 
to know that you exist, it’s your job to 
make sure they know you exist.” 

Chang’s hustler mentality was 
forged in the borough of Queens, 
where she was born and raised. Chang 
continued her education in New York 
City at Parsons School of Design, 
working part-time at sneaker stores 
before interning at Complex magazine 
and for a streetwear graphic designer. 
“1 was always into sneaker culture, 
streetwear culture, which kind of 
merges with art,” she says. 

But baseball was something differ¬ 
ent. Though Chang says she’s been to 
her fair share of games growing 
up in New York, she wasn’t immersed 
in the baseball world or the trading 
card hobby when she started on Topps 
Project 2020 : “1 had no idea what 


baseball card culture and the industry 
looked like, especially now during 
COVID.” 

It turns out there was a huge 
market for Topps’s mashup of art and 
baseball. The early adopters on Topps 
Project 2020 cashed in on the low print 
run cards. By the 88th card release, 
Keith Shore’s cartoon rendering of 
Ken Griffey Jr., Topps Project 2020 had 
become a gold rush. Shore’s Griffey 
Jr. featured the highest print run to 
date at 99,177. As of press time, 10 
cards reached a print run of 35,000 or 
more. Since then, the artists them¬ 
selves have reclaimed the secondary 
market by offering signatures and 
unique extras. For example, with her 
Rickey Henderson card and signature, 
Chang offered collectors a chance to 
purchase a hand-illustrated baseball 
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I f\Bo\;e 


Chang incorporates 
player nicknames, 
history, and baseball 
iconography into her art 
for Topps Project 2020. 


"It's not Othe/t 
people's job to 
know that i^ou 
exist, it's (joue job 
to make sure tbei^ 
know (|ou exist." 




in a style that evokes her New York 
City roots. 

“Growing up in New York, it s busy, 
right? The subway is hyper-stimu¬ 
lating. There’s a guy falling asleep, 
there’s someone reading, there’s 
someone about to rob someone, there 
are all these ads, and there’s the song 
blaring through your headphones. 
When you think of New York, it’s this 
perfect symphony of drivers, bikers, 
skaters, rollerbladers, pedestrians, and 
all this stuff. It just works perfectly, as 
crazy and chaotic as it is. And maybe, 
subconsciously, that’s what comes 
through.” 

Boiling down her illustration style, 
Chang says, “How can 1 be inviting 
with a lot going on, but also pay 
homage?” Now bi-coastal, Chang is 
currently working and living in Los 
Angeles. But Queens remains a huge 
inspiration and cultural touchpoint 
for her Project 2020 illustrations: “82nd 
Street, by Jackson Heights, there’s all 
this graffiti. We would ride past Five 
Points all the time. That visual art was 
always so prominent in my environ¬ 
ment.” 

Chang says she carefully researches 
each player before designing the card 
for Topps. 

“How can 1 , as an illustrator, elevate 
the storytelling through my art, but 
also encapsulate what fans of this 
specific player might recognize or 
know, whether it’s quotes from them, 
the specific role they play, or anything 


that they’ve accomplished?” 

To Chang, the most exciting aspect 
of Topps Project 2020 is that it allows 
her to create what she’s calling a 
“thesis,” a body of work that merges 
baseball, baseball card culture, and 
street artist culture. 

“What 1 loved about the entire 
curation of all the artists is that they’re 
all so different,” Chang says. “They 
all have a really different style and 
aesthetic, from paintings to something 
more cartoony or illustrative like my 
style.” 

A variety of factors have contributed 
to the success of Topps Project 2020. 
The absence of professional sports 
during the COVID pandemic may 
have reignited interest for fans who 
gave up the baseball card hobby long 
ago. New collectors may flock to a cer¬ 
tain player or a specific artist or just 
hope to cash in on the secondary mar¬ 
ket. Others may be drawn to Project 
2020 solely to collect one-of-a-kind art 
through an unprecedented baseball 
card series. Whatever the motive or 
preferred method of collecting the set 
is, it’s undeniable this combination of 
pop art and baseball was a winning 
concept, for fans and artists alike. 

“People who weren’t familiar with 
my work are now discovering me, 
along with other artists,” Chang says. 
''Project 2020 really shows the market 
that illustrators and artists do have a 
very strong play and can move volume 
and move units with our art.” ® 
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The Scoop on 
Buff Monster 

The famed artist and The Melty Misfits creator 
discusses his ice cream-inspired creations. 

BY CHRIS CUMMINS 


The first thing you notice about Buff Monster is his name, 
one that conjures up mental images of a werewolf pumping 
iron. In reality, this NYC-based fortysomething is an unassum¬ 
ing guy who has become one of the world s most in-demand street artists thanks 
to his unrelentingly optimistic work. Typically populated by sentient scoops of 
ice cream. Buffs art (despite whatever his parents may have called him in his 
youth. Monster s website is quick to point out that he considers his current mon¬ 
iker his “real” name) is as welcome as a trip to an ice cream parlor on a blazing 
summer’s day. 

When glancing at Buff Monster’s work, it’s easy to get lost in the disorienting 
nostalgia it evokes. Does his art recall an impossible, idealized past? Or are his 
ice cream minions marching us all towards a better world full of all-you-can-eat 
unity and friendship? The Melty Misfits trading cards certainly make the latter 
feel true. 

Since 2012, Monster’s various series of The Melty Misfits (produced with Tom 
Lichtman of Sidekick Labs Trading Card Publishing) have meticulously recre¬ 
ated the look and feel of vintage Garbaye Pail Kids cards—using now-antiquated 
printing presses and custom-made sticker paper to recreate the feeling of un¬ 
wrapping wax packs in the 1980s. 

His characters are less gross than their GPK inspirations, but just as lovable, 
which is doubtlessly the reason that he is currently partnering with eBay for a 
special pack of The Melty Misfits this year that will introduce these creamiest of 
collectibles to an entirely new audience. 


Q&A 


DEN OF GEEK: Tell me about 
the origins of The Melty Mis¬ 
fits cards. 

Buff Monster: Tom [Lichtman] is a 
manufacturer, or he’s like a mad sci¬ 
entist that cares about vintage trading 
cards and has these old printing 
presses. He didn’t really have a say 
in the art because that’s not really his 
specialty. I didn’t know what the art 
was going to be at that point, I just 
agreed that we’d do it. We agreed on 
a production schedule, we agreed 
on a deadline. And it was up to me 
to figure out what these cards were 


going to be. 

This humanoid ice cream character 
that I’ve been using now didn’t exist 
back then. 

I really needed to develop this 
character in a very short period 
of time. Thinking about what kind 
of jokes or gags or situations this 
character would be in. And then to 
actually make the art. 

What was the initial artistic 
process like for the cards? 

I had always wanted to do airbrushing. 
So I had to buy an airbrush, I had to 
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learn how to use the airbrush. That 
period of time to create those first 30 
characters which became Series 1 was 
totally crazy. I was sleeping a short 
while, getting up, cranking through, 
taking a nap in the middle of the day, 
and working as late as I could. It was 
just this relentless, crazy period to get 
all this artwork done. 




What’s remarkable about 
The Melty Misfits is that they 
have your style and aesthetic 
while still paying tribute to 
previous card lines like the 
Garbage Pail Kids through 
how authentic they seem. 

I used to work in magazines and I 
have a background in printing and 
pre-production and all that sort of 
stuff, so I know this stuff. You have 
to understand the history of print¬ 
ing, and you have to understand the 
resolution that things are printed at, 
which is called line screening when 
it comes to printing. Most people 
don’t think about line screening even 
these days because in magazines or 
anything it could be done, like super 
digital—and the printing is going to 
end up nice and crisp and high def 
and sharp. But that’s not how trading 
cards were printed in the ‘80s. They 
were actually rezzed down. What I do 
is I tell the printer to dial that back to 
the resolution they would have been 
printed at in the ‘80s. So it’s a subtle 
thing. 

I asked my printer, “Does anyone 
else ask you to do this?” They said, 
“No one asks us to do this.” And that’s 
what I would assume because no one 





knows this and no one would even 
ask for this because everyone wants 
the new thing, the shiny thing, the 
high-def thing. And it’s like, “It’s not 
what I want.” 

I’d be remiss if I didn’t ask 
about your favorite Garbage 
Pail Kids. 

They all had an influence. Their 
roundedness, the eternal cuteness in 
the face of whatever situation they’re 
in. There’s a character from Series 3 
of an ice cream cone thrown down 
on the ground, that one I think maybe 
subconsciously had an impact on 
me. I have a huge Garbage Pail Kids 
collection. I have a ton of stuff. Gar¬ 
bage Pail Kids from around the world, 
test wrappers, crazy stuff. But what I 
really focus on is the art. So I have the 
pencil sketches from Series 1 cards. I 
have color roughs. I have a few final 
paintings. 

The ice cream one. Basking Robin 
from Series 3, card number 101, I have 
the original pencil sketch for that. I 
think I might have the color rough. I’ve 
got to dig through my collection and 
see. But yes. I’ve been able to kind of 
track down some of these ones that I 
really like. 
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I wanted to ask about your 
“We Will Persevere” poster 
because optimism is such a 
major part of your work. Are 
you finding any challenges 
in maintaining that, given 
COVID and the current po¬ 
litical climate? How do you 
maintain that level of positivi¬ 
ty right now? 

With that poster in particular, “We Will 
Persevere,” that was originally pre¬ 
sented as an opportunity to address 
COVID, and the day the poster was 
due was just after all the protests 
started after George Floyd. And so 
putting a fine point on it as it relates to 
COVID just seems inappropriate. 

Now the poster, if it was just for 
COVID, it probably wouldn’t be too 
terribly different. And I did think 
about making a finer point of things. 


racial injustice. Black Lives Matter, 
this pandemic, the terrible president, 
but ultimately I thought, “I don’t think 
that’s quite the way to go.” 

I always come back to what is going 
to be optimistic, what is going to bring 
a smile and joy hopefully to people, 
and also not insult people’s intelli¬ 
gence. I think we’re all aware, I think 
we’re all paying attention. I don’t think 
we need to spell it out so crystal clear. 
I think you can read it in different 
ways, depending on what you’re 
most concerned or bothered by. 

What’s the alternative? Just 
pure chaos and everything 
just goes to hell? No. We will 
persevere. It might get worse 
before it gets better, but we’ve 
got to move forward. We’ve got 
to hope for a better future. That’s 
the only option, right? ® 


THE GOLDEN 
MELTIES 

Special The Melty 
Misfits Series 3 Pack 
Exclusively for eBay! 

This special pack 
features three new cards 
(featuring the as-yet 
unseen artwork that 
Buff Monster made for 
the winners of the three 
Golden Tickets) plus 
four random Series 3 
cards. The pack costs 
$5.00 (+S/H) and will 
be accompanied by a 
free promo card for the 
next series of The Melty 
Misfits, available via 
eBay at NYCC. 
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ebay 

Walk off with 
the rarest card 


Find the hottest cards your collection 
needs at ebay.com/tradingcards 


































